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The last two decades have seen growing importance placed on research in the 
Relationship Marketing, and there has been a shift in attention from a focus on 
Interpersonal contact service to an emphasis on determining Self-Service technology 
or technology-based service. Furthermore, with the increasing usage of 
technology-based service and loyalty behaviors requirements for Service Encounter 
(SE), Relational Benefit (RB) and Customer Voluntary Performance (CVP) have 
become more critical. As this review has shown, most Service Encounter research on 
the extent on which SEM is beneficial to retailing and banking have been undertaken, 
and less in tourism industry study.  
There is considerable disagreement among researchers about the extent and 
nature of the Service Encounter and the Relational Benefit. A number of studies have 
shown differences in Relational Benefit across different cultural groups. On the whole 
there has been relatively little progress in different cultural (Chinese Cultural) until 
recently. There is no research evidence to support a causal relationship between the 
Service Encounter and the Customer Voluntary Performance. While there is a strong 
assumption of a link between the Service Encounter and the Customer Voluntary 
Performance, little empirical evidence has been found to establish a direct relationship 
between the two variables. The central purpose of this study was to investigate the 
condition of customers accepted technology-based service. A secondary purpose of 
this study was to explore the consequence of the Relational Benefit in Chinese 
culture. The final purpose was to discuss about the relationship the Service 
Encounter, Relational Benefit and Customer Voluntary Performance. The research 














Restaurant. The analysis used the SPSS 20.0 and MPLUS 7.0 statistical 
software package. First, descriptive statistical were computed. Next, reliability 
as a measure of internal consistency was calculated, and then SEM of SE, RB 
and CVP, and to address those issue, multivariate analyses were also conducted, 
and the effective sample size was 632. 
Clearly, the findings indicate that the SE has a positive effect on the RB, 
the RB had a positive effect on the CVP, but it is not significance in the SE on 
the CVP; the High-Order factor structural equation modeling is showing full 
mediation of RB between in SE and CVP. And the study also fight out the 
difference concept of Chinese and Western culture. The ANOVA summary for 
these data indicates that there were not at all statistically significant main or 
interaction effects. This conclusion needs to be treated with caution, however. 
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